VP, Investor Relations 


*® Debbie Hancock 
oy 


om 


Lian 
\ 
be 


Safe Harbor 


This presentation contains forward-looking statements concerning management's expectations, 
goals, objectives and similar matters, which are subject to risks and uncertainties. These forward- 
looking statements may include comments concerning our product and entertainment plans, 
anticipated product performance, business opportunities and strategies, costs, financial goals and 
expectations for our future financial performance and achieving our objectives. There are many 
factors that could cause actual results and experience to differ materially from the anticipated 
results or other expectations expressed in these forward-looking statements, including consumer 
and retailer interest in and acceptance of our products and product lines, changes in marketing 
and business strategies and entertainment plans, our ability to successfully execute our business 
strategies including in our U.S. and gaming businesses, and future global economic conditions, 
including foreign exchange rates. Some of those factors are set forth in the Company's Annual 
Reports on Form 10-K, in the Company's Quarterly Reports on Form 10-Q, in the Company's 
Current Reports on Form 8-K and in the Company's other public disclosures. The Company 


undertakes no obligation to make any revisions to the forward-looking statements contained in 


this presentation to reflect events or circumstances occurring after the date of this presentation. 
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Global Brand Building | John Frascotti 


Backflip Studios | Julian Farrior 
Franchise Brands | Global Brand Teams 
Financials | Deb Thomas 
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Franchise Brands 
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$575M 


Revenues 
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Full Year Results 
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2012 US.& Canada International EBL 2013 


Hasbro Revenue Revenue 
Revenues Decline Increase 


+ Developed Economies Challenging 
-Tight Inventory Management 
=Late Holiday Shopping 


+ Franchise Brands up 15%, 
+ International up 5% 
- Growth in All Regions 


+ Difficult Comparisons in Boys H - 25% Growth in Emerging Markets 
+ Fewer Shopping Days | + Entertainment & Licensing up 5% 


$4,089 $209 $4 $4,082 
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Record Year 
for Girls! 


First $1 Billion 
Year 
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Industry Forecast Toy a Global Growth 


& Game Growth Rates Forecast 
2012-2017 8% 


us/Canada EMEA Asia Pacific Latin America 


Emerging Markets $575 
Revenues $461 
$ Millions. $399 
i 
$153 5192 
2008 2009 2010 20 2012 2018 


3-Yr CAGR; 35% | 5-¥r CAGR: 30% 


+ Operating Profit Margin 
10.1% of Revenues vs. 
8.9% in 2012 


Emerging Markets $58 
Operating Profit ; 


$ Millions $40 
= 6 = | 
2008 2009 2010 201 2012 2015 


3-Yr CAGR: 113% | 5-¥r CAGR: 96% 


+ Expect Continued 
Double-Digit Growth 


Emerging Double-Digit 
Markets Growth 


Developing Above Industry 
Markets Growth 


Developed Modest Growth 
Economies 


* Franchise & 
Partner Brands 


+ Entertainment 


+ Innovative Product 
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Brands are the Key Point of Engagement 
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Consumers 
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10B 7.6B 1M 
Mobile Connected World Population Minutes of Video 
Devices by 2018 by 2018 Watched Every Second 


Technology is a Tool Influencing: 
Play +» Media + Retail « Shopping « Information 


Kids are 


Child Owns Internet 
Enabled Mobile Device 


US. Kids 6-12 
50% 6 O yA 
Parents of Kids 6-12 
Who Went Online 
2012 20183 with Child and Paid to 


: Download Content 
..Especially Amongst 


Millennial Parents 


Top Activities on 
Cell Phone/Tablet 
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85M . 


Consumers Visited a 
Hasbro Digital b if 
Experience in 2013 


GiTunes i: 
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Programming in Close to 50M Close to 18M 
theatre, TV, DVD online video online product 
and TV ads views interactions 


MOMENTUM 


Building Online 


% of Toy Sales Made Online 
Rolling 12 months S« 


1% 


10% 


ws. Europe GS 


> Top Growth Category 2013 Holiday Season 
> Q4 Online Sales 1.5x - 2X vs. Rest of the Year 


BEST-IN-CLASS 


Online Retail Experience 


BRICK & MORTAR 


Still Important, Especially to Kids 


Favorite Thing to Shop 
for U.S. Kids 5-7 


83% 17% 


In-store Online 


2X+ Increase in Emerging 
Market Headcount 


6000 
5000 
"Emerging 
4000 Markets 
3000 "Developed 
Economies 
BUS. 


wis of Hasbro Employees 
5 ‘© Outside the US. 
in 2013 
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AGE OF -EXTINCTION 
6.27.14 


Next Chapter in the Transformers Saga 


Whole New Cast Led by Mark Wahlberg 


It’s About-a Truck That Needs a Friend to 
Save the World 


All New Transformers Characters! 


Next Chapter in the Transformers Saga 


Whole New Cast Led by Mark Wahlberg 


It’s About-a Truck That Needs a Friend to 
Save the World 


All New Transformers Characters! 


2014 MOVIE SLATE =: 2015 MOVIE SLATE 
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Captain The Amazing Transformers 4: The Avengers: B.0.0.Bureauof — Jurassic World 
America:The —Spider-Man2 Age of Extinction Age of Ultron the Otherworldly (June 12) 
‘Winter Solider (May 2) (June 27) (May?) Operations 
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ANT-MAN WARS 


EPISODE VII 


Star Wars 
Episode Vil 


(@ecember 18) A 
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Geography 
Consumer Engagement 
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Hasbro & Partner Brands 


MA a | J Revenue 
M| il * Developed economies grow 


modestly through brand innovation 
Je ie Mm and market share gains 

* Targeting double digit growth 
in emerging markets 


OUTLOOK Operating Profit Outlook 


* Over the next several years, we 
Through the Execution of our expect underlying operating profit, 
absent restructuring charges, 


Branded Piey Stateay aaa to grow faster than revenues 


Focused on Delivering 

Long-Term Profitable Cash Flow Outlook 

Growth and Enhanced ) + Generate operating cash flow in the 
amount of $500M on average 


Total Shareholder Return 
+ Invest in our business 


* Return cash to shareholders through 
dividend and buyback programs 
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MONOPOLY 


NATIVE 


Creation 
Personalization 
Customization 
Sharing 
Collaboration 


CAGR: 2011-2013 
5.2% 


0.3% 


Entertainment Brands Non-Entertainment 
(US.) Brands (U.S.) 
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FESTYLE 


Mature & Committed 


Player Age 


Throughout the Year 


Average % Revenue by Quarter 
2011-2013 
31% 
27% 4 
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Annual Magic Tournaments 
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Wizards Play Network Stores 
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60% 
Growth Over 5 Years 


North America 
"Latin America 
™ Japan 
"Europe 


4 Asia Pacific 
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BACKFLIP STUDIOS 
& MOBILE GAMES 


Julian Farrior 
Founder & CEO 


* GROWTH IN MOBILE GAMING 


* BRANDS AND STRATEGY ¢ 


* UPCOMING LAUNCHES 


EXPLOSIVE GROWTH IN MOBILE DEVICES 


Global Annual Unit Sales (Millions) 


2006 2007 2008 2009 2010 2011 


Corporate PCs ConsumerPCs ™ Tablets Smart Phones 


Source: "Mobile Is Eating The World", Enders Analysis, November 2013 


GAMES DRIVE MOBILE USAGE & REVENUE 


Mobile App / Web Time Spent Global Mobile App Revenue ($B) 
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20 2012 2013 


= Non-Gamos Games 


Source: "Global Games Investment Review 2014", Digi-Capital, January 14, 2014 
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DRAGONVALE NINJUMP 


90 Million Downloads 25 Million Downloads 85 Million Downloads 
Worldwide Worldwide Worldwide 


#2 Top App of 2009 
(2° To Facebook) 


3 Unique Games 


Top Grossing Game 
if 2 In The Franchise 


2% Years 
Iconic Brand In The 
Ultra Casual Category 


Backflip's Largest 
Active User Base 


Game of the Year 
Nominee (GDC) 


CORE BACKFLIP STRENGTHS 


Brand Strategy & Customer Insights 


Acquisition 


Conversion 


Retention 


Tens of Millions of Monthly Users 
Hit Game Design Expertise 

Hasbro + Backtlip IP 

Network Management / Crosspromo 


DragonVale: Top Grossing App 
Upcoming Yield Potential Apps 
Deep Expertise in Monetization 


Live Teams / Games As A Service 
Segmentation & Lifecycle Marketing 
Community Management 
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TITLES IN DEVELOPMENT 


A FEW SELECT GAMES ON THE BACKFLIP PRODUCT ROADMAP 
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.. AND MORE! 


Focus - Alignment - Leveraging Strategies 
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AGENDA 


My Little Pony/My Little Pony Equestria Girls/ 
Littlest Pet Shop 
Samantha Lomow & Gretchen Forrest 


Nerf/Nerf Rebelle/Transformers 
Eric Nyman & Brian Chapman 
Play-Doh/Doh Vinci 
Greg Lombardo & Vicki Stratford 
Hasbro Gaming 
Jonathan Berkowitz 


Samantha Lomow 


SVP, Global Brand Strategy & Marketing 


Gretchen Forrest 


VP, Product Development 
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BEST YEAR 
EVER 
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Eric Nyman 


SVP, Global Marketing 


Brian Chapman 


SVP, Global Design & Development 
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Built in camera that 
records missions! 


+ Create and download 
videos to share! 


+ Holds 2,000 photos or 
3 hours of video! 


All New Secret Agent Bow » 
and First-Ever Nerf Arrow! 


All New Super Soaker 
Dolphina Bow! 
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Play & Battle 


Audio Only 


Audio Only 


Audio Only 
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Cinema Release 
6.27.14 


AGE OF EX TInNe Tian 
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Audio Only 


Cinematic ay Multi-category 
Blockbuster Events i Expansion 


Ehe New York Gimes 


pisces Gives Its Transformers Toys a New Look | 


Cinematic Marketing Big 
Blockbuster Events 


Audio Only 


Audio Only 


Audio Only 


Audio Only 
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Greg Lombardo 


VP Global Brand Strategy & Marketing 


Vickie Stratford 


Director of Design & Development 
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+18% 


Growth in 2013 


New Compounds 


New Play Patterns 
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Magical Designs 
Palace 


Cake Mountain 
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Patent Pending 
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* 2. Pop it into 
By the Styler 
_ 3. Aim, 


squeeze, 
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$ Thousands 


2009 2010 2011 2012 


Total Hatbro Gaming R 


2013 


Game Changing 
Consumer Insights 
for 2014 


Creation & Personalization 
are Top Trends in Gaming 


Girls are Gaming 
Digitally and Physically 


Action Battling Games are 
Driving Kid Engagement 


Gamers Want “Rule- 
Free Gaming” 


Mobile Gaming 
Continues to Grow 
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» CREATION & PERSONALIZATION 


> CREATION & PERSONALIZATION 


EASY SCORING! 
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» ACTION BATTLING GAMES 


Are Driving KidEngagement | \ \ Pie 
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Investing in Content 
New Ways to Play 


Deb Thomas 


Chief Financial Officer 


We are going to profitably grow Hasbro for the 
long term through innovation, rich content and 
immersive consumer experiences with a 


streamlined organization focused on the brands 


with the greatest long-term global potential. 
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Streamlined Workforce 
Shared Services 
Process Improvements 


Talent 
Systems 
Brands 


LOWERING 


Underlying Cost Base 


Annual Run 
Initial Targets Rate of Future Total Savings 
Category (Feb.13) Savings Savings by 2015 
Achieved 

Workforce Reduction $55M $50M $3M $53M 
Process Improvement & 
Other Expense Reduction 20h Sen s2zh sacha 
Facility Consolidation $15M $2M - $2M 
Total $100M $75M $25M $100M 


+ Nearly 75% of actions to achieve $100M by 2015 are underway 

+ Remainder achieved through process improvements & expense reductions 
+ Globalize media buying 
+ Leverage shared services 
+ Global SAP implementation 


Talent 
Around the New Pay for 


Blueprint 


Geographies | Performance 


SAP 

Global Reporting 

Master Data Management 
Transportation Management 


Digital Asset Management 


Magic: The Gathering 
Infrastructure 


$ Millions 


$130 


$110 


$90 


$70 


$50 


Capital Spending 


N12 2018 


2009 2010 200 


56 


% of 5 Year Capital Spend 
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Depreciation 
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rhs AU” 
§ 90 
z= 80 her depreciation 
70 in future years 
a coming from systems 
implementation and 
50 : global facilities 


New & Growing 
+ Magic: The Gathering 
* Backflip 


Continuing but Lower 
Growth Going Forward 
* Emerging Markets 

* Licensing 


Recent & Leveling Off 
+ Global Television Content 
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5-Year Trend 


% of Revenues 


* Invest in the long-term 
profitable growth of 
Hasbro 


+ Maintain a solid investment 
grade rating and access to 
commercial paper market 


* Return excess cash to 
shareholders through 
dividend and stock 
repurchase program 


COMMIMMEAT 


to Solid Investment Grade Rating 
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(®-HASERO EBITDA/INTEREST “®HASBRO DEBT/EBITDA 


Plan to Refinance Most, if Not All, of $425M Debt Coming Due 


Dividend 8% 


Annual Dividend Rate 


2004 2005 2006 2007 2008 2009 2010 200 2012" 2013" 2014** 


» Announced 8% increase in quarterly dividend to $0.43/share on Feb. 10, 2014 
(Tenth increase in 11 years) 
* Quarterly dividend increased from $0.06 to $0.43 from 2004 to 2014 


2 and 2013 ernval dividend ratar have bean adued to move accelerates payment peld in 2012 to 2015 
14 annual dviens yaected 


RETURNING CASH 


to Shareholders 


Share Repurchase 


637 
$587 * 
$457 $423 
$358 
$48 $91 | $100 $103 
= | oe | 


2005 2006 2007 2008 2009 2010 201 2012 2013 


+ Repurchased 92M shares at a total cost of $2.8B since program inception 
+ In August 2013, Board authorized additional $500M in share repurchase 
+ $524.8 million remains available under current authorizations 


+ Targeting increased share repurchase program in 2014 versus 2013 


Royalties 
Product 
Development 


Advertising 


Intangible 
Amortization 
Programming 
Amortization 
S,DuA 
Interest 
Expense 


Underlying Tax 
Rate 


Data excludes all charges and benefits during the periods, 


COST 


As a % of Revenue 
Revenue 
Gross Margin 


Cost of Sales 


Board/Paper/Print 


Resins 


Electronics / Metals 


Labor 


Factory Overhead 


Freight/Import Costs 
Tooling 


Inventory Variances 


Total 
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Cost of Sales 
40.7% 


INPUT COST TRENDS 


> Board / Paper / Print 


» Resins 


Cost of Sales 
Royalties 
Product 
Development 
‘Advertising 
Intangible 


Programming 
Amortization 
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Interest 
Expense 


Underlying Tax 


Rate 


COSTS & EXPENSES: 


Favorable product mix as well as favorable impact of cost savings 


78% 2014 Strong entertainment year 

46% Consistent with historical trends as a % of revenues 

10.3% Consistent with historical trends as a % of revenues in 10 to 11% range 
13% Increase in dollars due to Backflip, offset by declines in other assets 


Data excludes al charges and benefits during the periods. ‘ 


oan Expected 
Amortization 


2014 $56M 
2015 $44M 
2016 $36M 
2017 $35M 
2018 $24M 


Includes Backflip Studios 
Amortization 


COSTS & EXPENSES: 


f Net a 014 Connects 
Revenues Actuals | Actu: Trond: = 


Cost of Sales 40.7% 4 Favorable product mixes well as favorable impact of cost sevings 
Royalties 7a% 6.7% t 2014 Strong entertainment year 

Product : 

P 46% 5.0% Gam Consistont with historical trends as a % of rovenuos 

Advertising 10.3% 9.8% © GBIF Consistent with historical trends asa % of revenues n 70 to M4 range 
Fearon 13% 14% RP Increase in dollars due to Backflip offset by declines in other assets 
Frogremmind 10% 1.2% GEER Expect to remain in consistent % of revenues range 

span 199% 206% t Increases due to investments and inflation 

Interest ae 

beret 2.2% 22% — @emm Consistent with historical trends es 5 of revenues 


Undariving Tax a7 258% © GBP 2014 taxrate anticipated in 26 to 27% range 


Data excludes al charges and benefits during the periods. ‘ 


MA a | J Revenue 
M| il * Developed economies grow 


modestly through brand innovation 
Je ie Mm and market share gains 

* Targeting double digit growth 
in emerging markets 


OUTLOOK Operating Profit Outlook 


* Over the next several years, we 
Through the Execution of our expect underlying operating profit, 
absent restructuring charges, 


Branded Piey Stateay aaa to grow faster than revenues 


Focused on Delivering 

Long-Term Profitable Cash Flow Outlook 

Growth and Enhanced ) + Generate operating cash flow in the 
amount of $500M on average 


Total Shareholder Return 
+ Invest in our business 


* Return cash to shareholders through 
dividend and buyback programs 


